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important  economic  good  is  information,  as  the  information  economy  forms  the 
most  important  factor  of  production  within  the  service  sector  –  the  constitutive 
element  of  the  information  society.  Due  to  the  crucial  position media  hold  in  the 
process of allocation of information, whoever influences and/or controls media may 
exert the same or greater power as the owners of resources of production Marx and 
Engels  had  in  mind  (see  also  chapter  4.1.1.1).  Based  on  this  analogy  media  is 




Following  the  idea  of  domination  in  a  Marxian  (class  structure)  understanding,  it 
could  be  furthermore  seen  as  obvious  trend  that  recreation  in  the  social meaning 
changes to regeneration in the economic area. The effects may be the same, but the 




















































































































































There  is  dissent  whether  the  notion  of  an  independent  provider  of  information 
corresponds  with  the  concept  of  a  self‐determining  economic  entity.  For  Lange 
(2008)  the  number  of  independent  providers  does  not  sufficiently  determine 
pluralism but it is a necessary precondition (Lange, 2008, p. 188). Lang disagrees and 
argues  that  independent media  companies  do  not  guarantee media  pluralism.  On 
the  contrary,  Lang  has  found  that  on  markets,  which  to  some  extent  rely  on 
advertising,  “strategic  clustering  of  content”  will  take  place,  which  does  not 
represent the outcome desired from a social point of view (Lang, 2004, p. 111). 
The  current  regulations  in  place  to  safeguard  media  pluralism  mostly  aim  at  a 





regarding  diversity  and  balance  can  be  made  will  always  be  subject  to  consumer 
demand  and  taste.  The  element  of  subjective  judgement  impedes  the  accuracy  of 
any  objective  definition  (Never,  2002,  p.  167).  While  that  may  apply  strongly  to 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Regardless  of  the  method  of  market  definition,  the  economic  impact  of 
concentration of  ownership  is  only  one  side of  the problem. Due  to  the nature of 
media goods, issues of media pluralism and diversity have to be taken into account 
as  well.  However,  prior  to  any  new  regulative  approach,  there  have  to  be  clear 
definitions of public benefit against which market developments can be measured. 





measuring  pluralism  is  the  misuse  of  parameters  and  indicators  for  example 











For  Lange  (2008)  the  operative  point  to  this  problem  is  the  definition  of  media 
power. Traditionally media power  is realized when the media acts according to the 
agenda setting theory32. Attempts of putting forward a more sophisticated definition 
have  included  the measurement of  substantial  influence on  consumer opinions on 
different  media  markets,  which  had  been  ranked  according  to  their  persuasive 
power (Lange, 2008, p. 188). Other methods also included factors such as suggestive 
power, mass appeal and actuality and relevancy of media content. In order to draft 





Suprisingly  little  empirical  research  has  been  conducted  on  the  actual  effects  of 
accomplished media  concentration,  aggravating  the difficulties of predicting  future 
outcomes outlined above. Many descriptions of the outcome of media concentration 


















































deteriorate  market  conditions  and  competition  in  most  cases.  However,  as 
mentioned  above,  no  direct  correlation  can  be  assumed.  Heinrich  defines  the 








Trappel  also mentions  external  effects  on  supply markets  and  advertising markets 
where  a  decreasing  choice  of  business  partners  may  lead  to  higher  (unhealthy) 






Baker,  referring  to  the political  functions  of media  claims  that, media  constitute  a 
“crucial sluice” between public opinion formation and political will formation under 
democratic principles (Baker, 2007, p. 7). Since the core principle of democracy is the 
egalitarian  distribution  of  control,  Baker  adopts  the  view,  that,  when  applied  to 
media  ownership  this  democratic  principle  can  only  be  interpreted  as  requiring  a 
“maximum dispersal of media “ownership”. Concentration of privately held media, 
therefore  puts  the  democratic  principle  in  danger  and  threatens  democratic 
diversity.  
• One effect of concentration of media ownership may be in fact that particular 




this  creates  the  possibility  of  “an  individual  decision  maker  exercising 
enormous, unequal  […],  largely unchecked, potentially  irresponsible power” 
(Baker, 2007, p. 16). 
• Greater power of enforcing opinions and campaigns –  In order  to  influence 









• Blocking media  policy measures  –  Larger  companies  are more  successful  in 






































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































with  the  persistent  view  that  historically,  antitrust  law  is  bound  to  embody  socio‐
political  values  in  addition  to  the  mere  restriction  of  monopolistic  pricing  power 
(Baker,  2007,  p.  65).  Secondly  an  economic  approach  employs  “criteria  that  are 
relatively  identifiable,  quantified  and  validated”  (Compaine,  2000,  p.  555).  This 






mere  act  of  preventing  an  “entity  from amassing  sufficient  economic  power  […]  is 





























































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Bertelsmann AG  Germany  19,297  19,297  100  ✔  ✔  ✔  ✔  ✔  ✔  ✔ 
Vivendi2  France  20,044  8,494  42    ✔  ✔    ✔    ✔ 
Lagardère  France  13,999  8,092  58  ✔  ✔  ✔  ✔  ✔     
Reed Elsevier  Netherlands/ 
Great Britain  7,935  7,935  100    ✔  ✔         
ARD  Germany  6,161  6,161  100        ✔  ✔     
BBC  Great Britain  6,127  6,127  100    ✔    ✔  ✔     
BSkyB  Great Britain  6,086  6,086  100          ✔     
Pearson  Great Britain  6,068  6,068  100  ✔  ✔  ✔         
Mediaset5  Italy  3,748  3,748  100          ✔     
Wolters Kluwer 
The 
Netherlands  3,693  3,693  100    ✔  ✔         
Daily Mail & General 
Trust  Great Britain  3,192  3,192  100  ✔  ✔    ✔       
ITV Plc  Great Britain  3,171  3,171  100          ✔     
France Télèvision  France  2,853  2,853  100          ✔     
RAI ‐ Radiotelevisione 
Italiana  Italy  2,839  2,839  100        ✔  ✔     
Grupo Prisa  Spain  2,812  2,812  100  ✔  ✔    ✔  ✔     
TF1‐ Société 
Télévision Francais  France  2,654  2,654  100          ✔     
EMI Group  Great Britain  2,652  2,652  100              ✔ 
Sanoma WSOY  Finland  2,742  2,386  87  ✔  ✔  ✔  ✔  ✔  ✔   
RCS MediaGroup  Italy  2,380  2,380  100  ✔  ✔  ✔  ✔       
Springer Verlag  Germany  2,376  2,376  100  ✔  ✔           
Figure 9‐1 Biggest media companies in Europe, Source: Nordicom 2006, based on company reports 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